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The influence of gender on psychological factors in the cosmetics sector 
 
Abstract: 
Currently, the cosmetics industry is flourishing all over the world. It no longer seems to be the 
preserve of women. The purpose of this paper is to analyze the effect of gender on the 
psychological variables of cosmetic consumption. To answer this question, a review of the 
literature and semi-structured interviews with a sample of 19 consumers made it possible to 
select relevant variables for the study. The exploration was followed by a data collection phase 
with 279 consumers using a questionnaire. Following the analysis of flat sorts, Principal 
Component Analysis (PCA) with Varimax rotation and the comparison of the means test, the 
results show significant differences in consumption according to gender. Explicitly, the results 
show that compared to men, women are more sensitive to brands and more involved in the toilet 
milk category. They also indicate that both men and women are concerned about their self-
image and are influenced by their environment when it comes to cleansing milk. The managerial 
implications of this research may have a strong impact on gender-based brand segmentation 
and positioning strategies. Although this research is conducted on a single product category and 
in one region of the country, it has the merit of drawing on behavioral change theories to study 
a field of investigation little explored in the Cameroonian context.  
 
Key words: brand Sensitivity, Enduring Involvement, Self-Image, Gender, Theories of Behavioral 
Change  
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1. Introduction : 
Brands transform an intangible asset into financial value. They are undeniable assets for 
companies (Aaker, 1991; Bravo et al, 2017) who consider them as their most valuable asset at 
the origin of brand equity (Aaker, 1996; Pina and Dias, 2021) and consumer loyalty (Kotler and 
Pfoertsch, 2006). They are also beneficial to the consumer and society (Fournier, 1998; 
Kapferer, 2008).  
One of the markets where brands are thriving is the cosmetics market (Euromonitor, 2021). 
Admittedly, the global cosmetics market has been strongly shaken by the health crisis. 
However, it will rebound in 2021 with an estimated growth of 3% and the explosion of e-
commerce. As a result, the global online sales of beauty and personal care products have 
increased by 23% from 2020-2021 (Euromonitor, 2021). The growth of this market is 
especially remarkable in African countries. Also, global giants of global brands such as L'Oreal, 
Procter & Gamble, Unilever, Godrej or Longrich are setting up in the continent (Business 
France Central Africa, 2020). On observation, Cameroon is not left behind: cosmetics have 
been a juicy market there since 2006, accelerating since 2016 (+15% on average over the period 
from 2014 to 2018). Much more, the flagship segment which is skin-care products, represents 
29% of market share (Okole, 2019). 
   Traditionally the "preserve" of women, we have noticed over the last twenty years a change 
in cosmetic consumption habits such as westernization, the increasing use of professional 
institutes, depigmentation1 and the rise of supermarkets which account for 73% of cosmetic 
sales2. The desire to improve one's physical attractiveness seems to be an inherent characteristic 
of most individuals (Winston, 2003). Also, some men are showing a growing interest in 
cosmetic products to the point of becoming more and more new prey coveted by beauty brands. 
Several cosmetic giants (L'Oréal, Clarins, Lancôme, Vichy, Clinique, Nivéa, Chanel, etc.) have 
followed the lead of Nickel, a forerunner in this field3. In the West as well as in Asia, it is now 
the men's cosmetics market that is currently growing rapidly (Ahssen, 2019). Shaving and hair 
care products, which were once mainly dedicated to men's hygiene, have given way to other 
specific products: deodorants, face creams, anti-wrinkle and even make-up. Men's magazines 
(Men Fitness, Esquire, etc.) have been created. Hygiene is no longer synonymous with virility 
or femininity but with well-being. Even more, wellness and health have become priorities for 
the majority of men (Otnes and McGrath, 2001; Dano et al., 2003a, b; Ramshida and 
Manikandan, 2014). The 'marriage' between masculinity and aesthetics seems to signal the 'end 
of taboos'. Despite the Coronavirus, men are brimming with appetite for cosmetics. Moreover, 
the Covid-19 pandemic reinforces contemporary aspirations to transcend gender. It is also the 
author of new beauty trends (Clean Beauty, Green Beauty, Blue Beauty, the Make-up and the 
skinimalistic approach...) in the sense that confined, consumers carry the practices and rituals 
of beauty salons into their homes (Tomaz, 2020). 
In Africa in general and in Cameroon in particular, the pace is not as fast as in the rest of the 
world but the change in habits is real. Thus, until very recently, cosmetics were exclusively for 
women. But gradually, men are making it their business. More and more of them are buying 
the products they consume. Apart from perfumes and shaving preparations, men are more likely 
to use face creams, body lotions and shampoos. They frequently mixed beauty salons. The 
market for men's cosmetics is becoming an economic reality in Cameroon as a distributor points 
out: "Men rarely and hardly enter perfumeries. But there is a new trend: homosexuals. They 
frequent perfumeries more than women [...]. You can recognize them by their manners and 
their needs" (Sébastien, 35 years old). The comments of this distributor reveal one of the 
 
1 Cosmetics industry business meetings, April 2013, http://export.businessfrance.fr/Galerie/Files/Agenda/Plaquette-
rencontres-affaires-Cosmetiques-2013-Cameroun.pdf 
2 Alter Eco (2016), "When industry rubs shoulders with craft", No. 141, August 16-29, p.7.  
3 Source: Capital, n°154, July 2004, p. 90. 
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reasons for a real change in mentalities, namely homosexuality and the emergence of sexual 
minorities. A very current phenomenon (Awondo; 2012; Menyengue, 2016; Foe, 2017), 
homosexuality is making headlines in the Cameroonian media and social networks. The most 
fragrant examples are the publication of allegedly homosexual public personalities by the 
Météo, the Nouvelle d'Afrique and the Anecdote; the rise of the rights of LGBT (Lesbian, 
Bisexual, Gay and Transgender) persons; the arrest of allegedly homosexual individuals among 
whom Shakiro and Patricia; the mediatized stay of the legally married homosexual couple, etc.). 
However, not all men perceive cosmetics in the same way. Some men still think that these 
products are a woman's business. Therefore, they use their wives' cleansing milks. Dano et al 
(2003a) note that this category of men fears that those around them will learn that they use 
creams, since certain mentalities do not accept the idea that a man can be flirtatious without 
being effeminate or even homosexual. Indeed, it is not yet fully accepted in African mores 
(especially in Cameroon) that men use beauty products. This is what an interviewed consumer 
said:  
"I don't talk about toilets milks with my entourage. In Africa, it is even aberrant that a man 
discusses these things! […]. In reality, among the Betis, a man does not anoint himself! They 
say that he must "smell like a goat" to say that he must have a natural odor. [...]" (Sylvestre, 
45 years old). 
Men's fear is based on society's judgment that would call into question their virility. Thus, 
they do not dare to take the plunge and fall back on the products of their wives, whose role of 
influence remains important. These comments from consumers illustrate this: "I stick to the 
milk my wife uses [...]" (Antoine, 41). "I use what I see in my room [...]" (Vincent, 32).  
In view of this mixed finding, it seems appropriate to look at the consumption of cosmetic 
products by gender. The research on male/female differences in purchasing behavior is old, but 
the adoption of the notion of gender to study these differences is very recent. Even so, the most 
important stream of research on the term gender in marketing has focused specifically on the 
influence of gender on women's purchasing behavior (Ben Guirat, 2008). Yet, according to 
Palan (2001), gender is the best predictor of consumer behavior. In fact, it is frequently used as 
a segmentation criterion for clothing or for cosmetics (Putrevu, 2001; Kotler et al., 2015). Thus, 
the objective of this article is to highlight significant causal links between gender and 
psychological variables of the individual. From this research object, the following main 
question arises: 'what is the influence of gender on the psychological factors of cosmetic 
consumption?  
The research question will first lead us to present the conceptual framework of the research. 
The methodological choices will then be described. The third part will present the results, which 
will be extended by a discussion and the presentation of the limits and avenues of research. 
2. Literature review and hypothesis development: 
2.1. Marketing approach to gender 
The concept of "gender" first appeared in the United States, and was born out of a reflection 
on sex and the use of this variable in social science research. Stoller (1968) is undoubtedly the 
psychologist to whom the concept of "gender" owes its popularity. He defines gender as "the 
amount of masculinity or femininity found in a person. From this comes the idea that there is 
no real correspondence between gender (male/female) and sex (man/woman), establishing a 
form of dualism between nature and culture. Gender corresponds to the psychological and 
cultural attributes of men and women, acquired during their socialization (Oakley, 1972). 
Gender is the set of discourses that produce the difference between the sexes insofar as it is part 
of the economy of contributions structured by a domination of the "masculine" over the 
"feminine", evolving in history and in the social space (Omer-Houseaux, 2008). 
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Table 1: Definitions of gender and sex 
Notion Definition 
The genre 
- Refers to roles that are socially determined: the behaviors, activities and 
attributes that a society considers appropriate for men and women (WHO). 
- Allows the social and cultural distinction between women and men (Tissier-
Desbordes and Kimmel, 2002). 
- Is a cultural definition of appropriate behaviors for each of the two sexes in 
a given society at a given time. Gender is a set of cultural roles" (Palan, 2001, 
p.4)  
- Gender has become the standard term for cultural distinctions between men 
and women, while sex is standard for biological distinctions (Wood and Eagly, 
2010).  
Sex 
- Refers to the biological and physiological characteristics that differentiate 
men and women (WHO). 
- Is a biological difference between men and women. Sex is based on physical 
attributes, whereas gender involves the study of the meanings that societies 
and individuals give to the categories male/female. Gender is a social 
construct, the social meaning of sex (Tissier-Desbordes and Kimmel, 2002). 
- Sex is the biological and gender is social (Stoller, 1968). 
Source: Author 
From Table 1, a significant difference between the terms gender and sex emerge. Gender 
refers to social categories (male and female) while sex refers to anatomical categories (male 
and female). However, for some authors, gender is purposely reduced to women only. It is used 
to mean that female thinking can transform disciplinary paradigms. Moreover, in marketing 
many studies have been developed from a feminist perspective (Ben Guirat, 2008). Other 
authors (Tissier-Desbordes and Kimmel, 2002) agree that the shift from "sex" to "gender" 
reflects both a rejection of the erotic symbolism of the term "sex", an affirmation of the rights 
of homosexuals and a desire to distinguish the biological from the cultural. Thus, in American 
literature, gender replaces the word "sex", which is used less and less because it is often 
considered politically incorrect. Today, the notion of gender is almost synonymous with that of 
sex (Omer-Houseaux, 2008; Wood and Eagly, 2010). Given the above, the terms "gender" and 
"sex" will be used interchangeably in this research. 
The importance of the concept of gender in marketing is commonly recognized by both 
researchers and practitioners (Tissier-Desbordes and Kimmel, 2002). Indeed, according to 
Otnes and McGrath (2001), because of the evolution of the place of men and women in society, 
some men are able to go beyond the traditional sexual orientation of roles and adopt, when the 
situation requires it, a feminine behavior, such as buying a cleansing milk. However, the 
purchase of body oils is still valued by men in its utilitarian dimension as a means of achieving 
an objective: body maintenance. Gender can allow for a better understanding of consumption 
behavior and only in relevant situations (Ulrich and Tissier-Desbordes, 2013). As soon as the 
context of study is subject to the influence of the body and the biological, gender will be able 
to shed additional light on sex. For example, if the context is about products, brands or 
experiences that are strongly linked to sex, gender can help explain differences in consumer 
behavior as specified by Ramshida and Manikandan, (2014) in the case of cosmetics.  
This being the case, several theories attempt to explain the psychological processes that lead 
to change or resistance to change.  We will focus our attention on five of them that seem 
particularly relevant to explain a behavioral change observed in the consumption of cosmetics, 
more specifically cleansing milk as we mentioned at the beginning of this work. These include 
the Stages of Change Model (SCM), the Theory of Reasoned Action (TRA), the Social Learning 
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Theory or Social Cognitive Theory (SCT), the Theory of Interpersonal Behavior (TIB) and the 
Theory of Planned Behavior (TPB).  
The stages of change models developed by Prochaska and Di Clemente (1982) states that 
behavior change occurs in five distinct stages: precontemplation, contemplation, preparation, 
action and consolidation. This model is based on the assumption that change is cyclical and 
continuous, not final. The transition from one stage to another is rarely linear: individuals will 
encounter difficulties that lead them back to the previous stage, but this does not necessarily 
mean that they should give up. Individuals are therefore described in terms of progression 
through a series of behavioral stages.  
Fishbein and Ajzen's (1975) TRA is based on the premise that individuals are generally 
rational and use the information around them to make decisions. Before taking action, people 
consider the consequences of engaging in behavior. Intention is the intermediary between 
attitude and action: it is the decisive predictor of behavior. It represents the instructions that an 
individual give to himself or herself with respect to behavior (Triandis, 1977). It is a state of 
mind that directs individual attention and experience and activates them toward a goal (Bird, 
1988). TRA is predicted by two variables: attitude toward the behavior and the subjective norms 
associated with performing the behavior. Attitude toward the behavior reflects an individual's 
feelings or degree of favorable or unfavorable evaluation of behavior. Subjective norms 
represent the perceived social pressures to perform or not to perform behavior (Ajzen, 1991). 
This theory therefore states that behavioral choices in toilets milk consumption are reasoned, 
and that intention is the driving force behind the behavior. In the development of intention, 
cognitive (evaluation of the advantages and disadvantages of possible behaviors), affective 
(pleasure or disgust), and conative (action or not) variables are involved, on the one hand, and 
the role of the environment or social pressure on the other.  
SCT developed by Bandura (1977) appeals to a less rational aspect of human behavior: self-
confidence. For this author, it is essential to believe in the effectiveness of the behavior to obtain 
the desired result and in the personal capacity to adapt this behavior. He considers behaviors as 
the result of learning from the propositions and actions of the individual's environment. Thus, 
according to this theory, the probability of not using the toilet milks is determined by the 
understanding of what needs to be done to avoid an undesired effect. The identified motivations 
and disincentives influence the behavior and intention of individuals in a situation leading them 
to make a three-dimensional decision (rejection-trial-adoption): either individual reject the 
toilet milks (in case of a categorical refusal), or they try them first before giving up or not, or 
they adopt them (if they are sufficiently convinced)  
Developed by Triandis (1977), TIB has a downside to TRA. It limits the scope of intention 
as a predictor of behavior and integrates the force of habit into this model. This model takes 
into account the conditions external to the individual that facilitate or complicate the adoption 
of the desired behavior. Indeed, in this theory, the strength of the habit, which designates the 
frequency with which a behavior has already occurred previously, is the predictive factor for 
the adoption of a behavior. In our case, if an individual has never used a cleansing milk (in the 
case of some men), it is the intention that will determine the adoption or not of this behavior. 
On the contrary, if the behavior is a habit (as in the case of women), it is the habit of the gesture 
that will replace the intention. 
The TPB is undoubtedly an extension of the TRA. Indeed, after discovering some flaws in 
TRA, Ajzen (1991) modified it by introducing a third element: perceived behavioral control. 
Together, the attitude towards the behavior, the subjective norm and the perceived control over 
the behavior lead to the formation of a behavioral intention and the behavior is the observable 
response to this intention (Ajzen, 1991). The TPB enriches the TRA in that it takes into account 
all the resources that condition the realization of the behavior. Perceived control over behavior, 
while intended to counterbalance situations in which people have little control over their 
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behaviors and attitudes, also reflects the presence of external factors constraining the 
performance of a given behavior as well as the individual's perception of his or her self-efficacy 
in performing that behavior (Taylor & Todd, 1995). In the case of an individual, these factors 
can be diverse (individual, psychological, social, etc.). In the case of men's consumption of 
cleansing milk, these factors can be personal (the desire to take care of one's skin and image, to 
combine well-being and health, the desire to have a youthful appearance), psychosocial 
(depigmentation: a fashion effect, pressure from the spouse or entourage, the effect of the 
media, etc.), situational (the circumstances of the purchase, acne or skin problems, the climate, 
etc.). In view of the above, there are variables between the intention to act and the action that 
leads to the realization of an "anti-intentional" behavior. In other words, the intention loses its 
autonomy over the behavior (Assande, 2011). 
2.2. Psychological Factors of Consumption Influenced by Gender 
   Our work is based on the main hypothesis that there are significant differences between 
men and women in terms of product consumption behavior and specifically toilet milks. The 
literature and the qualitative study allowed us to select as gender-influenced psychological 
variables such as brand sensitivity, enduring involvement, consumer susceptibility to 
interpersonal influence and self-image. 
2.2.1. Brand sensitivity (BS) 
   Brand sensitivity is the fact of looking at the brand, being attached to it, attributing 
importance to it. A consumer is branded sensitive if he or she is interested in consulting the 
information, "what is the brand?", if he or she takes the brand into account in his or her decision-
making process (Kapferer and Laurent, 1992). 
   The consideration of socio-demographic variables (age, gender, occupation, income, 
education, household size, etc.) in explaining differences in BS between consumer remains 
mixed. Indeed, some authors (Kapferer and Laurent, 1992) believe that these variables are a 
poor predictor of the BS for all product categories combined. Conversely, Hebel et al (2010) 
show that the most explanatory criterion of brand sensitivity is gender for the choice of yoghurt, 
for example. However, very little work (Workman and Lee, 2012) has focused on studying 
gender differences in consumer BS. Yet, authors agree to argue that consumers regardless of 
the continent, love brands (Cheng, 2014; Deloitte, 2015; Belaïd et al., 2017). More so, women 
are visibly interested in brands (Ngono and Tsapi, 2014; Korai, 2017). But, few studies 
statically test the relationship between gender and MAS. Therefore, hypothesis H1 is 
formulated. 
H1: Gender positively influences consumers' brand awareness. 
2.2.2. Enduring involvement  
   Sustained involvement is a stable trait that represents the degree of interest or stimulation 
in a product over the long term (Higie and Feick, 1989). Involved consumers are motivated to 
actively seek and process information about a product category (Warrington and Shin, 2000).  
   Many researchers (Nyeck, 2002; Orbach et al., 2006) note that consumer involvement is 
strong in the case of high-risk products such as cosmetics. Moreover, Gurthrie and Kim (2009) 
point out that women are strongly involved in cosmetics. Based on these considerations, 
hypothesis 2 is formulated. 
H2: Gender positively influences sustainable consumer involvement. 
2.2.3. Self-image 
   Self-image is defined as the set of individual thoughts and feelings that refer to oneself as 
an object (Hanspal et al. 2017).  It represents beliefs, positive or negative, that we hold about 
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the traits that make up our identity: it is the more or less positive evaluation we have of ourselves 
(Baynast et al., 2017).  
   To date, although the impact of gender on self-image is almost unknown, we believe by 
referring to the results of the exploratory study that gender has an influence on the self-image. 
Indeed, through the use of beauty milks, consumers are intimately connected to their health, 
beauty and well-being (Ngono, 2019). 
Although the change in men's habits regarding the use of cosmetics is noticeable everywhere 
including Cameroon, we believe that the extent of the situation is not yet phenomenal. This is 
all the more so since the main motivation of men is utilitarian. We assume then that women 
remain more concerned with the looks and thoughts of others, and as Ramshida and 
Manikandan (2014) state, their appearance. Therefore, they have a high self-image. Also, 
hypothesis 3 is formulated. 
H3: Gender positively influences consumers' self-image. 
2.2.4. Consumer susceptibility to interpersonal influences 
Susceptibility to interpersonal influences refers to the ability to conform to the expectations 
of others in making purchase decisions, and/or the tendency to learn about products and services 
by observing others or requesting information from them (Bearden et al., 1989). These authors 
argue that consumer sensitivity to interpersonal influence has been fairly neglected in the 
consumer behavior and marketing literature. Deutsch and Gerard (1955) suggest that 
conformity may result from two types of social influences set in motion by different motives in 
conforming individuals: normative social influence and informative social influence. 
Normative social influence is motivated by the desire to be accepted and not rejected by others, 
i.e., by concerns about one's social image. Informative social influence is motivated by the 
search for accuracy of judgment. It results from a cognitive conflict between the individual's 
beliefs and the position of others. In summary, we predict that gender impacts the consumer's 
susceptibility to interpersonal influences. Thus, hypothesis 4 is formulated. 
H4: Gender positively influences consumers' susceptibility to the influences of others. 
Figure 1presents the conceptual model that forms the basis of this research. It provides a 
synthesis of the discussion presented above. 









3. Research Methodology   




 Brand Sensitivity 
Enduring  involvement 
Type 
Susceptibility to the 
influences of others 
Self-image 
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3.1 Qualitative study 
This research can be described as exploratory in nature. Indeed, most of the relationships 
between gender and the various variables of the model seem to be not yet well explored. For 
this reason, we chose to conduct, first, a qualitative study in the form of individual semi-
directive interviews. This study was carried out with 19 (7 men and 12 women) 4users aged 18 
and over5. We took care to respect the principle of saturation (Pires, 1997). The recorded 
interviews were analyzed using a content analysis following the procedure of Bardin (1991). 
At the end of this study and based on the literature, the conceptual model was proposed. 
3.2 Data Collection and Sampling  
The parent population consisted of users of beauty lotions, aged 18 years and above, residing 
in the city of Ngaoundéré. Data collection was done using a face-to-face questionnaire. In the 
absence of a sampling frame, we opted for a convenience sampling method. We administered 
279 questionnaires during the month of February 2020. Finally, the choice of the toilet milks 
was dictated by the criteria such as a variety of brand choices in the markets, high frequency of 
purchase, personal nature of use, strong competition between brands and popularity6. To these 
are added the topicality of the product category: cleansing milk (LT) is the successful product 
category in the skin care segment (Okole, 2019). 
3.3 Measurements of Variables  
We propose to present the appropriate measures selected for each of the variables forming 
our conceptual model. It should be noted that the qualitative phase allowed us to ensure the 
structure of the chosen scales and to enrich them with certain items adapted to the context of 
the study. Sensitivity to brands is measured by the Kapferer and Laurent scale (1992). For long-
term involvement, we used the P.I.A. scale (Personal Relevance, Interest and Attraction to the 
product) proposed by Strazzieri (1994). Self-image is measured with the Bozzo et al. scale 
(2008). Finally, the scale of susceptibility to interpersonal influences is inspired by Bearden et 
al. (1989) translated by Frini (2006). All the variables in the model were subject to a multi-item 
measure assessed by the 5-point ascending Likert scale ranging from "strongly agree" to 
"strongly disagree".  
4. Results and discussion  
4.1. Description of the sample 
The final sample is composed of 100 men (35.8%) and 179 women (64.2%) distributed 
according to the following age groups: fewer than 18% (3.9%), 18-24 years old (31.1%), 25-34 
years old (46.5%), 35-44 years old (14.3%), 44-54 years old (3.2%) and over 55 years old (1%). 
This age and gender structure of the final sample is very similar to that of the city of Ngaoundéré 
 
4 We interviewed more women than men because Cameroonian women consumers are the main target of the 
cosmetics industry and particularly of the toilet milk industry (Mission économique, 2006) for the simple reason 
that they take better care of their bodies than most men. 
5  Faced with the growing influence of beauty bloggers (Sabharwal et al., 2014) in Africa, young people precisely, 
girls cultivate a sophisticated image early. Consequently, they perform beauty treatments (manicure-pedicure, 
make-up, use of body milks) and even depigmentation (Korsaga-Somé et al., 2016; Mayoughouo and Wamba, 
2017). Moreover, the under-18s are poor relations in the marketing literature.  Yet, they constitute a promising 
market (Derbaix and Leheut, 2008). 
6 Let us recall that the beauty milk sector in Cameroon has been booming since 2006. Aware of this reality, most 
of the companies in this sector of activity are flooding the markets with their brands. Some of them sponsor soap 
operas popular with women. Others regularly innovate in terms of packaging and product ranges. Thus, as far as 
billboard advertising is concerned, cosmetic products occupy the hit parade of subscriptions with nearly 35% of 
the market. Source: Alter Eco (2014), Tenors by sector, n°082, May, pp. 1-15 ; Alter Eco (2016), Cameroonian 
cosmetics: industry rubs shoulders with crafts, n°141, August, pp 6-9.   
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from the last population census. This shows that the sample obtained is representative. Among 
the respondents, 75.9% said they bought their own toilet milk and 21.1% had a relative buy it 
for them. 
4.2.  Exploratory factor analysis 
In order to ensure the structure of the measurement scales and their relevance, a preliminary 
purification procedure was carried out. This consisted of a principal component analysis with 
Varimax rotation followed by a reliability test using Cronbach's alpha. All factor analyses were 
performed in SPSS 20. Table 2 presents the main characteristics of each of the measurement 
instruments used in this research.  
Table 2: Factor structure of the measurement scales 
Indicators of the 
measurement scale 














Com. F1 F2 
The body lotion (BL) 
is a product that really 
matters to me (pert1) 























































  75,146 
The BL is a product 




The BL is a product I 
particularly like to 
talk about (int1). 
0,704 0,839 
The BL is a product 
that interests me 
(int2). 
0,726 0,852 
The BL is a product 
that particularly 
attracts me (att1). 
0,776 0,881 
The BL is a product 
that I enjoy buying 
(att2). 
0,730 0,855 
Brand sensitivity Com. F1 F2   -   
I don't choose a BL 






































I look at the brand 





For BLs, the brand is 





I take the brand into 





This is the brand I 
look at first when 






Self-image Com. F1 F2      
The BL I'm using is 
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The BL I'm using fits 
well with what I 




























The BL I use matches 
well with what others 
think of me (real s-
social).  
0,656 0,810 
The BL I use fits well 
with what I would like 
others to think of me 
(dreamy s-social). 
0,742 0,861 
Susceptibility to the 
influences of others 
Com. F1 F2      
When I buy a BL, I 
often consult with 
others to help me 













































    440,497 
























   23,732 
(F2) 
I often identify with 
other people by 
buying the same BLs 









Although I have little 
experience with a BL, 
I often ask my friends 










I frequently gather 
information from 
friends or family 










If people could see me 
using a BL, I would 
often buy the brand 









I feel integrated in my 
environment by 
buying the same BL 
and the same brands 









Source: Analysis of our data 
The examination of the results of the PCA carried out on the different measurement scales 
is satisfactory. Indeed, the factors obtained at the end of the factorial analysis all have 
eigenvalues greater than 1 and restore more than 65% of the initial information. Similarly, 
Cronbach's alpha values are all above 0.7. They are interesting (Evrard et al., 2009). 
4.3. Hypothesis Testing  
The purpose of this research is to analyze the dependency or non-dependency relationships 
between gender and consumer psychological factors. To this end, we formulated research 
hypotheses. To validate them, we conducted the t-test that compares the differences in means. 
This is the independent samples mean comparison test that is often implemented in marketing 
to compare the means of one or more dependent variable(s) metric(s) based on a two-modality 
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dummy variable. In this research, the metric dependent variables are: brand sensitivity, 
enduring involvement, self-image, and susceptibility to interpersonal influence. The dummy 
variable is gender with male and female as modalities. The main results of the test of 
comparison of means between gender and the study variables are recorded in Table 3 below.                 
Table 3 : Independent samples test 
 Group 
statistics 


















21,128 16,450 6,594 185,661 0,000 4,67849 0,70955 3,27868 6,07830 
Brand 
sensitivity 
17,290 13,030 5,594 181,577 0,000 4,26050 0,76157 2,75785 5,76316 
Self-image 11,988 9,490 4,985 191,625 0,000 2,49883 0,50130 1,51006 3,48760 
Inflnorm 11,095 9,650 3,192 216,582 0,002 1,44497 0,45272 0,55268 2,33726 
Inflinfo 8,910 6,790 6,385 209,084 0,000 2,12061 0,33213 1,46586 2,77537 
N 179 100 -       
Source: Analysis of our data 
 Table 3 shows that women have significantly higher means than men in all the variables 
studied. However, in view of the slight differences in the means of susceptibility to 
interpersonal influences and self-image with respect to gender, we can say that these two 
variables do not allow for a significant differentiation between men and women in the 
consumption of toilet milks.  In other words, both men and women care about their appearance 
and are influenced by others. Furthermore, under the assumption of unequal variances, the 
calculated t-values are 6.594; 5.594; 4.985; 3.192 and 6.385 at 185.661; 181.577; 191.625; 
216.582 and 209.084 degrees of freedom, respectively, significant at probabilities (p) of .000 
and .002. Since these calculated t-values are significant at the 0.05 level, the differences in the 
levels of the psychological variables are significant between women and men. These results 
show that brand sensitivity, enduring involvement, self-image, and susceptibility to others' 
influences vary by gender. In other words, at the 5% threshold, men and women do not have 
the same level of brand sensitivity, enduring involvement, self-image and susceptibility to 
interpersonal influences. In conclusion, hypotheses H1, H2, H3 and H4 are verified.  
4.4. Discussion of the Results 
   The results of this research show that there is a positive and significant effect of gender on 
brand sensitivity. This result corroborates the work of Workman and Seung-Hee (2012) which 
states that women are more sensitive to brands than men. Furthermore, the results found allow 
us to confirm hypothesis H2 and conclude that gender has a positive impact on sustainable 
involvement: women are more involved with toilet milks than men. This result converges with 
the research of Gurthie and Kim (2009) who demonstrate the high involvement of women in 
cosmetics. These first two results confirm the postulates of the social cognitive theory (Bandura, 
1977) and the theory of interpersonal behavior (Triandis, 1977). In our context, cosmetics are 
anchored in women's customs. African women are constantly in search of appearance (Ngono 
and Tsapi, 2014) whatever their purchasing power (Ngoulibi, 2015). Thus, in Francophone 
Africa, Senegal, Côte d'Ivoire and Cameroon are the three main countries that are experiencing 
a boom in the cosmetics industry (Setalmaa, 2020). 
Our results also allow us to confirm hypothesis H3 attesting that the gender of the consumer 
has a significant and positive relationship with self-image. This result is consistent with the 
results of Ramshida and Manikandan (2014) who indicate that men as much as women care 
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about their appearance: the change in behavior is real and visible. This attests to the postulate 
of the stages of change models (Prochaska and Di Clemente, 1992) and the predictions of the 
theory of reasoned action (Fishbein and Ajzen, 1975) but also of the theory of planned action 
(Ajzen, 1991). Hypothesis H4 is validated. This result allows us to say that there is a positive 
and significant effect between gender and consumer susceptibility to interpersonal influences. 
This result is partly consistent with the findings of Kotler et al, (2015) and Ngono (2019) that 
women are more influenced by their relatives in terms of information and norms. However, our 
study contrasts with this literature in that it reveals that both men and women allow themselves 
to be influenced by those around them in terms of the toilet milks. This result can be explained 
by changing attitudes. To the best of our knowledge, hypotheses H3 and H4 have not yet been 
thoroughly tested in previous research. 
5. Conclusion:  
This research has resulted in a better understanding of the relationship between gender and 
the psychological variables identified in the area of the toilet milks. This research shows that 
women are more brand conscious and involved than men. It also revealed that men are a niche 
market in that they, like women, are concerned about their self-image and are subject to 
informational and normative social influences. 
On the theoretical level, the main contribution deserves to be underlined. Indeed, the analysis 
of the influence of gender on the psychological variables studied presents a field of investigation 
that has not yet been sufficiently developed, especially in the Cameroonian context. In our 
opinion, this work makes a modest contribution by examining the relationship between gender 
and a number of psychological variables. 
From a managerial perspective, our study confirms that women's sensitivity to brands of 
toilet milks is higher than that of men. Therefore, women are the main target of these products. 
This result should be exploited by cosmetic professionals who should use it when segmenting 
their market and positioning their brands. Moreover, gender-based segmentation is effective in 
several ways: (1) it is easy to know which segment an individual belongs to, (2) the segments 
thus defined are "broad enough to be profitable" and (3) the company can "direct its marketing 
efforts" towards men or women (Putrevu, 2001; Kotler et al., 2015). It becomes paramount, in 
our view, to communicate more about brands. Suggestively, advertising campaigns should 
focus on the "trans-generational consumption" of beauty lotions, identity status, the presence 
of relatives and purchase motivations (skin beautification, sensuality, charm, well-being, 
product originality, pleasure of discovering novelties, diversity of brands and product types, 
etc.). It is also desirable that brand managers develop strategies to increase the involvement of 
beauty milk consumers in particular. For this, it seems wise to take care of the packaging 
(Ngono, 2019). Beauty lotion bottles should reconcile effectiveness (due to their content), 
attractiveness (hygienic caps, rounded shapes, warm colors...) and durability (easy to carry, 
recyclable or reusable). Innovation is also welcome. Cosmetics companies would benefit from 
investing in labeling (Ngono and Tsapi, 2014). Furthermore, through containment and mask 
wearing, the Covid-19 pandemic has impacted the cosmetics industry. Consumers have 
changed the way they buy and use skincare products. Some products have been abandoned 
(deodorants, lipstick, perfumes, etc.) in favor of others (soaps, disinfecting gels, shampoos, 
etc.). Viruses, germs and mascara are a constant concern for consumers. Therefore, skin health 
remains a permanent topic and skin care creams a hot topic. Those responsible for cosmetics 
must be aware of this. Therefore, it is desirable that they align themselves with the new habits 
and practices of consumers. For example, organic and natural products have proven to be very 
popular in times of health crisis. We strongly suggest to the toilet milk industry to consider 
"organic milks", produced from natural ingredients such as flowers, fruits and vegetables 
(carrots, coconut, etc.), oils (palm kernel, shea, olive, etc.). Thus, milks made essentially from 
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shea butter or coconut help consumers (men and women) to maintain their skin during the bad 
dry season in the Great North or the harsh cold period in West Cameroon. These milks also 
boost skin immunity. Indeed, the natural ingredients strengthen the skin's defense against 
microbial pathogens (Omoyé, 2020). In addition, we recommend that marketers consider 
highlighting the societal value of cosmetic brands. They should intensify ethical and committed 
beauty (Clean Beauty, Green Beauty and Blue Beauty) throughout the value chain. They should 
raise consumers' awareness for an "environmental activism" which would be about taking care 
of oneself while preserving the planet. Indeed, the Coronavirus and its corollaries encourage a 
more natural beauty, free from injunctions and eco-responsible (Tomaz, 2020). Post-Covid-19 
marketing should integrate these specificities of the new trend. Similarly, post-Covid-19 beauty 
should associate body, mind and planets. 
This research also reveals that men are not indifferent to beauty milks. Thus, our results 
show the need for marketers to exploit this new and changing niche. They should offer them 
cleansing milks adapted to their needs, communicate taking into account their motivations 
(health, well-being, social approval, youthful appearance, etc.) and their entourage. Indeed, it 
is important to communicate well on "men's" cleansing milks to reach the objectives they are 
looking for. In the same vein, in addition to African women's beauty magazines (Amina, Diva, 
etc.), there could be magazines aimed at men in which they could be made aware of the use of 
the toilet milks according to skin types, climates, the composition of the bottles, etc. This 
awareness-raising could have a double objective: to enable them to know about toilets milk and 
to preserve their health and well-being, and to guard against the dangers of the liberalization of 
the cosmetics market (counterfeiting, imitation, etc.). Finally, online trade and local production 
must be emphasized. Similarly, the sale of beauty products via ultra-short circuits would gain 
in popularity.   
Notwithstanding all the research contributions identified above, we note some limitations 
that we hope to address in future research. These include the fact that only one product category 
and one region of Cameroon were considered. It is recommended that the study be conducted 
on several other product categories. Similarly, extending the research to other regions of 
Cameroon could further enrich it. 
 
  




(1) Aaker, D. A. (1991), Managing Brand equity-Capitalizing on the value of a brand name. 
New York: The Free Press 
(2) Aaker, D. A. (1996), Building Strong Brands, New York: The Free Press 
(3) Ahssen S (2019), La cosmétique masculine en France,un marché aux mille et une 
nuance, https://fr.fashionnetwork.com/news/La-cosmetique-masculine-en-france-un-
marche-aux-mille-et-une-nuances,1071382.html 
(4) Ajzen, I. (1991). The theory of planned behavior. Organizational and Human Decision 
Processes 50, pp. 179-211. 
(5) Assande A. (2011), "Behavioral variables of the condom consumer: the theory of 
planned behavior approach", The Journal of Management Sciences, (252): pp. 99-107. 
(6) Awondo P. (2012), 'Medias, politics and homosexuality in Cameroon. Retour sur la 
construction d'une controverse", Politique Africaine, 2 (126): pp. 69-85. 
(7) Bandura A. (1977). Self-efficacy: Toward a unifying theory of behavior oral change. 
Psychological Review, (84): pp. 191-215. 
(8) Bardin, L. (1991). L'analyse de contenu. Paris: Presses Universitaires de France. 
(9) Baynast A., Lendrevie J. & Levy J. (2017), Mercator: all marketing in the digital age ! 
12 edition, Dunod, 984p. 
(10) Bearden W.O., Netemeyer R.G. and Teel J.E. (1989), "Measurement of Consumer 
Susceptibility to interpersonal influence", Journal of Consumer Research, 9 (1): pp. 
183-194. 
(11) Belaid S., Ben mrad S., Lacoeuilhe J. and Turki Tlili H. (2017), "Hedonic, symbolic or 
functional consumers? Development and validation of a scale of benefits attached to 
brands in the context of emerging markets: the case of Tunisia", Revue Française du 
Marketing, (261): pp. 65-79. 
(12)  Ben Guirat R. (2008), "L'approche du genre pour comprendre l'achat des biens durables 
à gain de temps : cas des femmes tunisiennes en l'an 2000", La Revue des Sciences de 
Gestion, Direction et Gestion, (229) : pp. 29-39. 
(13) Bird B. (1988), "Implementing entrepreneurial ideas: The case for intention", Academy 
of Management Review, 13 (3): 442-453.  
(14) Bozzo C., Merunka D., Moulins J-L. and Valette-Florence P. (2008), " Tous les 
pratiquants ne sont des fidèles : analyses typologiques et causales des acheteurs réguliers 
d'une marque ", Actes du Congrès sur le Marketing Trends, 23.  
(15) Bravo R., Cambra J., Centoro E. and Melero I. (2017), "The importance of brand values 
in family Business", Journal of Evolutionary Studies in Business, 2 (2): pp. 16-43. 
(16) Business France Afrique Centrale (2020), LAfrique, nouvel eldorado pour les produits 
de beauté? https://www.businessfrance.fr/l-afrique-nouvel-eldorado-pour-les-produits-
de-beaute, accessed on 29 08 21 at 23h19 
(17) Cheng L. C. (2018), "Brand sensitivity and consumer buying behavior: an exploratory 
study of proprietary chinese medicine", Journal of China Marketing, 6 (2): pp. 25-45. 
(18) Dano F., Roux E. & Nyeck S. (2003b), " Les hommes, leur apparence et les cosmétiques 
: Approche socio-sémiotique ", Décisions Marketing, (29) : pp. 7-23. 
(19) Dano F., Roux E. and Nyeck S. (2003a), "Analyse comparée du discours des 
consommateurs des marques de cosmétiques pour hommes", 3rd Congress on Marketing 
Trends, Venice, pp. 27. 
(20) Deliotte (2015), Consumption in Africa: the market of the 21st century 
https://www2.deloitte.com/content/dam/Deloitte/fpc/Documents/secteurs/consumer-
business/deloitte_consommation-en-afrique_juin-2015.pdf, accessed on 20 07 2021 at 
7:05 am. 
ISSN: 2658-8455                                                    





(21) Derbaix C. and Leheut E. (2008), " Adolescents : involvement towards products and 
attitude towards brands ", Marketing Research and Applications, 3 (2) : pp 7-66.  
(22) Deutsch M. & Gerard H. B. (1955), "A study of normative and informational social 
influences upon individual judgement", Journal of abnormal social psychology, 51 (11): 
pp. 624-636. 
(23) Euromonitor International (2021), Cosmetic trends: Euromonitor's forecast for 2021, 
https://cosmeticobs.com/fr/articles/tendances-cosmetiques-25/les-previsions-
deuromonitor-pour-2021-5665, accessed 20 August 2021 at 16:12. 
(24) Evrard Y. Pras B. & Roux E. (2009), Market: Fondements et Méthodes des recherches 
en marketing, 4th edition, Paris, Dunod. 
(25) Fishbein M. & Ajzen I. (1975), Beliefs, Attitude, Intention, and Behavior: An 
Introduction to Theory and Research, Reading, Massachusetts, Addison-Wesley 
Publishing Co, Inc. 
(26) Foe B. (2017), "Gay internet dating in Cameroon and securing gay couples in families", 
Chimeras, 2 (92): pp. 50-60. 
(27) Fournier S. M. (1998), "Consumers and their brands: developing relationship theory in 
consumer research", Journal of Consumer Research, 24 (4): pp. 39-50.  
(28) Frini N. (2006), "La sensibilité du consommateur à l'influence interpersonnelle : rôle du 
risque perçu, de l'implication durable et de l'estime de soi", Actes du XXIIème Congrès 
de l'Association Française du Marketing, 11-12 mai, Nantes. 
(29) Guthrie M. F. & Hye-Shim Kim (2009), "The relationship between consumer 
involvement and brand perceptions of female cosmetic consumers", Journal of Brand 
Management, 17 (2): pp. 114-133. 
(30) Hanspal S. & Devasagayam Raj P. (2017), "Impact of Consumers' Self-image and 
Demographics on Preference for Healthy Labeled Foods", Sage Journals, pp.1-18, 
http://journals.sagepub.com/doi/pdf/10.1177/2158244016677325 (accessed 25 June 
2020). 
(31) Hebel P., Pilorin T and Siounanadan N. (2010), "Les nouvelles perceptions de la marque 
: moins fonctionnel, plus d'engagement", CREDOC ; consommation et modes de vie, 
(237) : pp. 1-4. 
(32) Heilbrunn B. (1997), "Marque", Encyclopédie de Gestion, 2nd ed, Economica. 
(33) Higie R. & Feick L. (1989), "Enduring Involvement: Conceptual and Measurement 
Issues", Advances in Consumer Research, 16: pp. 690-696. 
(34) Kapferer J.N. & Laurent G. (1992), La sensibilité aux marques, Marchés sans marques, 
Marchés à marques, éd. d'Organisation, Paris.  
(35) Kapferer J.-N. (2008), The New Strategic Brand Management: Creating and Sustaining 
Brand Equity Long Term, 4th ed, London.  
(36) Korai B. (2017), "Determinants of African Wommen's Brand Sensitivity Toward 
Cosmetics", Journal of International Consumer Marketing, pp. 1-15. 
(37) Korsaga-Some N., Andonaba J-B., Ouedraogo S. M., Tapsoba G. P., Ilboudo L.., 
Savadogo C., Barro-Traore F., Niamba P., Adama Traore A., "Manicure and pedicure 
in the city of Ouagadougou (Burkina Faso): practices and risk", The Pan African 
Medical Journal, 24 (2016): pp. 109-120. 
(38) Kotler P. & Pfoertsch W. (2006), B2B Brand Management, Berlin: Springer. 
(39) Kotler P., Dubois B., Keller K. L. and Manceau D. (2015), Marketing Management, 
15th ed, New Horizons, Paris, 838p.  
(40) Marketing Research and Applications, 28 (2): pp. 87-117. 
(41) Mayoughouo M.A. & Wamba A., "Perception of voluntary skin depigmentation among 
high school girls in Cameroon", Public Health, 29 (2017): pp. 263-270. 
Bernadette Nathalie NGONO ETEME MELINGUI. The influence of gender on psychological factors in the cosmetics sector 
98 
www.ijafame.org 
(42) Menyengue M. A. M. (2016), "Religious discourse and homosexuality in Cameroon", 
Journal of Anthropologists, pp 67-86. 
(43) Mission économique-Ambassade de France au Cameroun (2006), " Cameroun, 
parfumerie-cosmétique ", Fiche de synthèse, Yaoundé, 3p. 
(44) Ngono E. M.  B. N. (2019), « Towards a modelling of global brand sensitivity ", Revue 
Africaine et Malgache de Recherche Scientifique -serie Economie-Gestion, 6 , 122-162. 
(45) Ngono E. M. B. N. & Tsapi V. (2014), "La sensibilité aux marques des consommatrices 
africaines: une étude menée dans le contexte camerounais", Revue Economie et Gestion 
des Organisations, 1 (2): pp. 94-121. 
(46) Ngoubili A. P. (2015), L’industrie des produits cosmétiques en Afrique (1ere partie),  
https://www.afripriz.com/lindustrie-des-produits-cosmetiques-en-afrique/, consulter le 
21 09 2021 à 15h52. 
(47) Nyeck, S. (2002), "Représentation masculines des produits cosmétiques : étude 
exploratoire auprès de la population " gay " canadienne ", Revue Française du 
Marketing, 2 (187) : pp. 101-111. 
(48) Oakley A. (1972), "Sex, gender and society", Harper, 1972, New York. 
(49) Okole O. (2019), " Marché des produits cosmétiques : l'offensive des marques locales 
", Cameroon Business Today, n° 091 du mercredi 23 au mardi 29 janvier 2019, 32p. 
(50) Omer-Houseaux F. (2008), "Le genre, une notion féconde pour les sciences sociales", 
Idées économiques et sociales, 153: pp. 4-5. 
(51) Omoyé (2020), the magical power of plants from the land of Africa: a natural cosmetic 
with ancestral plants from Africa, Endowment Fund for Biodiversity, 10p.  
(52) Orbach, I., G. E. Schechtman, A. Sheffer, S. Meged, D. Har Even and D. Stein (2006), 
"Negative bodily self in suicide attempters", Suicide and Life-Threatening Behavior, 36 
(2): pp136-153. 
(53) Otnes C. & McGrath M. A. (2001), "Perceptions and Realities of Male Shopping 
Behavior", Journal of Retailing, 77 (1): pp. 111-137. 
(54) Palan K.M. (2001), "Gender identity in consumer behavior research: a literature review 
and research agenda", Academy of Marketing Science Review, 10: pp. 1-31. 
(55) Pina R. and Dias L. A. (2021), "The influence of brand experianece on consumed-based 
brand equity", Journal of brand Management, 28 (3): pp. 99-115. 
(56) Pires, A. (1997), Échantillonnage et recherche qualitative : essai théorique et 
méthodologique in J. Poupart, J.-P. Deslauriers, L.-H. Groulx, A. Laperrière and A. P. 
Pirès, (Eds). La recherche qualitative. Enjeux épistémologiques et méthodologiques 
(pp.113-169), Québec: Gaëtan Morin, éditeur. 
(57) Prochaska, J. O. & Diclemente, C. C. (1982). "Transtheoretical therapy toward a more 
integrative model of change". Psychotherapy: Theory, Research and practice, 19 (3): 
pp.276-287). 
(58) Prochaska, J. O. & Diclemente, C. C. (1992). "Stages of change in the modification of 
problem behaviors". In M. Hersen, R. M. Eisler & P. M. Miller (eds), Progress in 
behavior modification, 28, (pp.184-218). Terre Haute, Iand: Ssycamore. 
(59) Putrevu S. (2001), "Exploring the origins and information processing differences 
between men and women: implications of advertisers", Academy of Marketing Science 
Review, 10: pp. 1-14. 
(60) Ramshida A. P. & Manikandan K. (2014), "Cosmetics usage and its relation to sex, age 
and maritus Status", International Journal of Social Science and Interdisciplinary 
Research, 3 (3): pp. 46-55. 
(61) Sabharwal V., Maan S. and Kumar S., "Women buying behavior and consumption 
pattern of facial skin care products" (2014), International Journal of Management and 
Social Sciences Research, 3 (9): pp. 1-13. 
ISSN: 2658-8455                                                    





(62) Setalmaa (2020), le marché de la beauté et des cosmétiques en Afrique francophones 
subsaharienne : chiffres clés, particularités et opportunités, Rapport Setalmaa. 
(63) Stoller R. (1968), Sex and Gender: on the development of masculinity and feminity, SC. 
House, NY. 
(64) Strazzieri A. (1994), "Measuring involvement independently of perceived risk", 
Marketing Research and Applications, 9 (1): pp. 73-91.  
(65) Tissier-Desbordes, E. & A. Kimmel (2002), "Sexe, genre et marketing, définition des 
concepts et analyse de la littérature", Décisions Marketing, 26 (2) : pp. 55-69. 
(66) Tomaz C. (2020), Skinimalist, 'no make-up', inclusion... Beauty trends in 2020, 
https://www.ladn.eu/entreprises-innovantes/case-study/analyse-tendances-beaute-
coronavirus-2020/ accessed 30 August 2021 at 10:01 am.(64) Taylor, S. & P. Todd 
(1995), 'Understanding household garbage reduction behavior: A test of an integrated 
model', Journal of Public Policy & Marketing, 14 (2): pp. 192-204. 
(67) Triandis, H. C. (1977). Interpersonal behavior. Montery, CA: Brook/ Cole. 
(68) Ulrich, I. and E. Tissier-Desbordes (2013), "De l'intérêt de mobiliser en marketing le 
genre 
(69) Warrington P. & Shim S. (2000), "An Examination of Selected Marketing Mix Elements 
and Brand Equity, Journal of the Academy of Marketing Science, 28 (2): pp. 195-211. 
(70) Winston, R. (2003). Human Instinct: How our primeval impulses shape our modern 
lives. UK: Bantam Press. 
(71) Wood, W., and Eagly, A. H. 2010. Gender. In S. Fiske, D. T. Gi lbert, and G. Lindzey 
(Eds.), Handbook of social psycho/ogy (vol. 1, 5111 ed., pp. 629-667). New York: John 
Wiley. 
(72) Workman E. J. & Lee S. H. (2012), "Relationship among consumer vanity, gender, 
brand sensitivity, brand consciousness and private self-consciousness", International 
Journal of Consumer Studies, 37 (2): pp. 206-2013. 
(73) World Health Organization. The Gender and Health Department [online]. Available 
from: http:// www.who.int/gender/fr/index.html 
